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Part 3: Structures and staffing for communications

Introduction

This third debrief from the Communications and Marketing Benchmark 2008
looks at structures, staffing and resources of UK charity communications
departments. The survey was streamed according to size of organisation
ensuring participants answered appropriate questions. For example, participants
from larger organisations were asked about the different structures and staffing
levels they had, while participants from smaller organisations were asked only
about the amount of time and energy they dedicated to the different disciplines.

Size of organisation was defined as follows:

1) Organisations with over 20 people working in a communications role. We refer
to these organisations as “large”

2) Organisations with 6-20 people working in a communications role. We refer to
these organisations as “medium-sized”

3) Organisations with up to 5 people working in a communications role. We refer
to these organisations as “small”

What communications disciplines go in which teams?

We noted three different places where communications disciplines are placed:
e likely to be in @ communications department
e what we call ‘tug of structure’ teams (i.e. with a variety of homes in an
organisation)
e and unlikely to be in a communications department.

The overall ranking was as follows:



Likely to be in a communications department

65% of participants from medium-sized organisations said their

media/press team was in the communications department. This
percentage was slightly higher for large organisations.

The branding function was in the communications department for 71%
of large organisations and 58% of medium-sized organisations (23% of
the medium teams didn't answer the question)

71% of participants from large organisations said their new media

team was in their communications department with only 4% saying it
was in their IT department. 55% of participants from medium-sized
organisations said their new media team was in their communications
department compared with 6% who said it was in their IT department.

Publications were in the communications department for 58% of
participants from large organisations and 45% of participants from
medium-sized organisations. In medium-sized communications teams
publications was in another department on 23% of occasions — probably
an internal services team, though this wasn't specified.

Information was broadly similar to publications - 50% of larger
communications teams placed it in the communications department, as
did 29% of medium-sized organisations. For medium-sized teams it was
also likely to be in another department (26%) or the question wasn’t
answered (23%).

The five functions above could be described as being the heart of the ‘typical’
structure for the communications department. The next three disciplines could
be described as being likely to be ‘tug of structure’ departments with a variety of
homes in an organisation:



Tug of structure teams

Marketing was in the communications department in 42% of large and
medium-sized organisations. However it was in the fundraising
department on average in about 20% of cases.

Internal communications was mostly likely to be in
communications departments for 46% of larger and 32% of medium-sized
organisations. It was also likely to be in the personnel team in 29% of
larger organisations and 19% of medium-sized organisations.

Advertising was in the communications department for 50%, and in
the fundraising department for 21%, of large organisations. It was in the
communications department for 32%, and in fundraising for 13%, of
medium-sized organisations.

There were two disciplines which broadly speaking appeared to be outside the
communications remit even in larger organisations:

Policy and research could be found in the communications
department for 17% of the larger and 6% of medium-sized organisations.
The dominant paradigm is for policy and research to be in the policy
department (54% of larger organisations and 42% of smaller
organisations).

Campaigning/lobbying was also more likely to be in the policy
department than in the communications department for larger
organisations (50% v 29%). In medium-sized organisations this was also
the case (26% v 19%) though many medium-sized organisations dont
have a campaigns team.



How many people for the different functions in

communications?

Chart 1 shows the number of people employed in the different communications
functions (irrespective of whether they are actually in the communications
department itself) in larger organisations.

The easiest way to read this chart is to look at the left bars (grey, green, blue
and turquoise) and see which functions were most and least likely to have five or
less staff:

e The following functions had five or less staff: Branding (71%),
internal communications (66%), internet/new media (62%), and
campaigns/lobbying (58%). The numbers in brackets are the percentage
of organisations with five or less staff.

e Conversely media (59%), marketing (46%) and policy and research
(41%) were the most likely to have six or more staff. The numbers in
brackets are the percentage of organisations with five or more staff in
these disciplines.

How many staff do you have for each function (please use full-time
equivalents - FTE - so two half time people equals one full-time equivalent).
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Chart 2 shows the same basic information as chart 1 — but for medium sized

organisations.

e The disciplines most likely to have three or less members of staff are
branding (74%), internal communications (71%), advertising (68%),

publications (57%) and new media (55%). Although new media was also
the discipline most likely to have some staff (as witnessed by the lack of
green bars next to it in chart 2).

e The disciplines most likely to have four or more staff were policy and

research (32%), media (23%), and information (23%). Paradoxically new
media was also very likely to have four or more staff (22%).

Please fill in the following information about how many people and resources
you have focussed on the different aspects of communications and
marketing. Medium-sized organisations
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And in small organisations

Chart 3 shows how small organisations use their “time, energy and budget.” The
green bars show where less than 10% of time was spent on a function. The blue
and turquoise bars show where between 11-50% of time was spent on a
function. The conclusions of these two simple ready reckoners are that:

e The green and grey bars show that branding, advertising and policy and
research were those disciplines which had the least time spent on them.
62% of organisations spent less than 10% of their time on branding, with
59% spending less than 10% of time, energy and budget on policy and
research and 57% on advertising.

e The blue bars show that the disciplines which take up the most time are
publications (49%), the media (49%) and information (45%) all took
more than 40% of communications time and budget.

e Campaigns used the least amount of time overall with 26% of
respondents saying it was not relevant or did not answer the question
(and a further 19% of organisations saying they spent 0% of their time on

it).
Please tell us for each of the following communications disciplines how much
you would estimate they take up of the time, energy and budget of the
communications resources you have? Small organisations
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Survey background

Fieldwork was carried out in April and May 2008. The survey was conducted
online and was promoted to CharityComms and nfpSynergy online mailing lists.
286 people took part in the survey.
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December 2008



